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着通过查阅各省市旅游局官方网站及综合 2005 年—2008 年中国节庆产业年会中
的评选数据，筛选出符合标志性事件旅游产品特征的我国标志性事件旅游产品样







































In the twenty-first century, with the rapid development of the Chinese economy, the 
events such as conferences, exhibitions, festivals and sports are becoming more 
numerous. Hallmark events have attracted many cities’ concern because of its 
centrality, bringing enormous benefite of economic, society, culture etc. to cities in 
short time as special tourism product. A lot of cities are holding hallmark events in 
order to beautify the city's image, promote opening up and attract investments to 
promote the adjustment of industrial structure, which represents a modern way of 
tourism development. However, events and event tourism in China for the study is 
still in its initial stage, lagging far behind the practice of it. Event tourism didn’t 
develop well, activity planning lack of originality, activity managenebt is incomplete 
and marketing service is not perfect at present. As a result, it’s necessary to build the 
brand of events. With the growing world market and economic activity becomes more 
and more international, the hallmark events which have been famous in the domestic 
areas should be toward the direction of international.In this way, they can compete 
with other foreign events product in the international market.  
In addition to this abstract and conclusion, this article was divided into four parts, 
The first part introduced the background of theme choice briefly, and generally 
analyzed the research progress of events and event tourism, and then pointed out the 
method and content of the paper. 
The second part, the basic theory of event tourism and hallmark events in this 
article was discussed.It also gived definitions of them and described four funtions of 
hallmark events.On the base of it, this paper summed up the development 
characteristics of Chinese brand hallmark events through systematic analysis of the 
four years (2005-2008) Chinese 168 hallmark events, pointing out four weakness of 
Chinese brand hallmark events. 














and the SPSS software, built an international index system of hallmark events’ brands 
and in all indicators were non-dimensional treatment, in order to make it more 
workable. 
The fourth part taked The International Marathon in Xiamen and Hangzhou for 
instance, comparing the two hallmark events by using the international index system, 
and at last putted forward the international brand developmet strategies of the Xiamen 
International Marathon. 
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界休闲博览会，2008 年北京奥运会的成功举办，以及 2010 年上海世博会的筹备
和建设己经在中国大地掀起一股休闲经济、事件旅游的热潮，并且昭示着中国进












   1.2.1   理论意义 
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